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ABSTRACT 
 
International experience in the internationalisation process has been recognised as in important 
element of international business research. While the concept of prior international experience is well 
established, the literature is limited both conceptually and empirically in explaining how international 
entrepreneurial firms accumulate and apply different types of experiences, such as those experiences 
accumulated in Internet-enabled environments. Given the significance of these new types of 
experiences, a conceptual framework is constructed and propositions are developed in order to focus 
attention on the relationship between international entrepreneurs, and their prior international 
experiences for the recognition of international opportunities. We postulate that an international 
entrepreneur’s orientation and Internet-enabled experiences are important for the recognition of new 
international opportunities. Recommendations for future theory development are presented, along with 
the implications for international entrepreneurs.  
 
KEYWORDS 
International entrepreneurship, international experience, Internet-enabled experiences, international 
entrepreneurial orientation, international opportunity recognition.  
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INTRODUCTION 
Modern communication technologies such as the Internet have revolutionised the way in 
which international business is conducted (Petersen, Welch, & Liesch, 2002; Glavas & Mathews, 
2014). Key developments in technology have provided smaller firms the opportunity to initiate and 
engage in internationalisation by progressively reducing the barriers to engagement in international 
entrepreneurship (Glavas & Mathews, 2014). The increase in the number of firms taking advantage of 
internationalization-based activities has seen international entrepreneurship grow rapidly in the last 
decade (Zahra, Korri, & Yu, 2005). As a result, the way in which entrepreneurs experience and 
accumulate international knowledge is suspected to have changed; international travel, study abroad 
and cross-border trading for instance are no longer restricted to the multinational enterprise. 
International experience has been defined as prior experiential knowledge (Penrose, 1995) acquired 
from previous international experience (Jones & Casulli, 2013).  
The centrality of international experience to the internationalisation process has been 
recognised from the earliest days of international business research (e.g. Johanson & Vahlne, 1977), 
yet despite the profound importance of international experience, limited scholarly attention has been 
paid to the manner in which international experiences are accumulated and subsequently applied by 
international entrepreneurs operating in Internet-enabled or virtual environments. In the context of 
internationalisation, international experience has been examined extensively in conjunction with 
international entrepreneurial orientation (IEO). IEO describes a firm’s likelihood to engage in 
innovative, proactive and risk-seeking behaviours in the pursuit of opportunities in international 
environments (Mostafa, Wheeler, & Jones, 2005). The literature demonstrates that the Internet can be 
a mechanism for the creation and exploitation of opportunities (Loane, 2006; Mathews & Healy, 
2008). Research also highlights that the Internet is a key facilitator in a firm’s international 
opportunity recognition process (Reuber & Fischer, 2011). To date however, coverage of the literature 
with reference to the international experiences gained by international entrepreneurs in Internet-
enabled is limited.  
Building on previous scholarly work, this research leverages the early work of Reuber and 
Fischer (1997), who called for research to explore further the knowledge, skills and abilities of 
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international entrepreneurs, particularly in Internet-enabled markets (Reuber & Fischer, 2011). As 
such, the aim of this research is to elaborate on the manner in which international entrepreneurs today 
accumulate and apply international experience, with particular reference to the Internet-enabled 
experiences of entrepreneurs. Further, the study aims to explore how international entrepreneurs’ prior 
international experiences influence the way in which they recognise international opportunities. In 
doing so, this research will contribute to a greater understanding of how international entrepreneurs 
are accumulating experience in Internet-enabled environments.  
 
LITERATURE REVIEW 
International Experience 
International experience can be defined as the experiential knowledge, including; individual 
clients and markets, foreign institutions, including local laws, governments and cultures; and the 
process of internationalisation itself (Eriksson, Johanson, Majkgard, & Sharma, 1997). Within the 
international business and international entrepreneurship literature the concept of international 
experience can be viewed as both as a firm-level resource (cf. Johanson & Vahlne, 1977, 2009), and 
also as an intrinsic resource, directly linked to the individual (cf. Jones & Casulli, 2013). The benefits 
of drawing on prior international experience is well documented within the literature, for example, the 
application of prior international experience to unfamiliar situations such as those encountered in 
internationalisation may decrease levels of uncertainty (Butler, Doktor, & Lins, 2010; Liesch, Welch, 
& Buckley, 2011); facilitate decision-making (Jones, Coviello, & Tang, 2011); provide partial 
compensation for a lack of information (Johanson & Vahlne, 1977; Jones & Casulli, 2013); and, can 
enable the recognition of new international opportunities (McDougall, Shane, & Oviatt, 1994; 
Casillas, Moreno, Acedo, Gallego, & Ramos, 2009).  
The international business literature has primarily focused on the prior international 
experience accumulated by the firm during the process of internationalisation (in line with a process-
oriented view, as proposed by Johanson & Vahlne, 1977), and secondly, on the experience brought to 
the firm by an already-experienced owner/founder (in line with the international new venture (INV) 
view as conceptualised by (McDougall et al., 1994). That is, as firms progressively internationalise 
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and learn from these experiences, then move onto the next country with accumulated market entry 
experience. These accumulated experiences also help to build accumulated knowledge needed for 
successful internationalisation. Thus, these experiences are held predominantly by the individual 
within the firm. The value of studying individuals as a means of seeking insight into firm-level 
processes has been established in the international business literature (Chetty, Eriksson, & Lindbergh, 
2006; Fletcher, Harris, & Richey, 2013). For example, international experience held at the individual 
level has been empirically shown to have a significant influence on the accumulation and application 
of international experience at the firm level through, for example, the international entrepreneur’s 
perceptions and cognitive structures (Chetty et al., 2006; Eriksson et al., 1997; Zahra et al., 2005). In 
particular, the international entrepreneur has also been shown to play a key role in Internet-enabled 
internationalisation (Mostafa et al., 2005; Liao, Kickul, & Ma, 2009; Glavas & Mathews, 2014). 
Moreover, the international business literature has increasingly focused on the centrality of the 
international entrepreneur to the internationalisation process (Knight, 2001; Reuber & Fischer, 2011; 
Zahra et al., 2005). This is especially evident in smaller firms where the international entrepreneur is 
often the sole decision maker (Glavas & Mathews, 2014), in contrast to larger firms where a 
management team is likely to be responsible for key decision making (De Clercq, Sapienza, Yavuz, & 
Zhou, 2012).  
Perhaps most significantly, long before a firm is even established, it is the international 
entrepreneur that recognises a potential international opportunity and makes the decision to deploy 
resources in the pursuit of a potentially viable international business (Di Gregorio, Musteen, & 
Thomas, 2008). Further, the individual approach to the examination of international experience 
explicitly recognises the role of the individual entrepreneur in the international opportunity recognition 
process in the period before the firm is formed (McDougall et al., 1994). Thus, as the recognition of 
international opportunities is underpinned by individually-held knowledge, analysis of international 
experience at the individual level may be viewed as fundamental to understanding the process of 
international opportunity identification and subsequent exploitation (Muzychenko & Liesch, 2015).  
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Sources and characteristics of international experience 
A review of the literature reveals the multidimensional nature of international experience. For 
example, in their review of the conceptualisation of international experience in the international 
business literature Clarke, Tamaschke, and Liesch (2013) identify four distinct but interrelated 
dimensions of firm international experience at the firm level. These dimensions include; length (Luo 
& Peng, 1999), scope (Erramilli, 1991), diversity (Luo & Peng, 1999), and intensity (Clarke et al., 
2013). Length of firm international experience is a time-based dimension relating to the cumulative 
volume of international experience accumulated by a firm over time, where greater length corresponds 
to a greater number of opportunities to acumulate knowledge (Clarke et al., 2013). Scope refers to the 
geographic diversity of a firm’s international experience (Erramilli, 1991), where greater scope 
increases the likelihood of related international knowledge being applicable across other potential 
locations. Diversity refers to the breadth of a firm’s international experience across a variety of 
products, market segments, and buyer types (Luo & Peng, 1999), where the greater the diversity of 
activities in which a firm accrues international experience, the greater the range of other activities to 
which the firm’s experience is likely to relate (Clarke et al., 2013). Finally, intensity refers to 
international experience accumulated by a firm per unit of time and relates to its international 
activities and entry mode (Clarke et al., 2013; p. 268).  
Further, an additional source of firm-level international experience has been identified as the 
specific experiential knowledge accumulated in the context of an ongoing business relationship 
(Chetty et al., 2006). This concept of the accumulation of international experience through an ongoing, 
as opposed to new, business relationship adds two important elements to the consideration of the 
nature of international experience. First, it makes a theoretical distinction between knowledge 
accumulated from past international experiences which are implicitly considered completed, and the 
knowledge accumulated from current and ongoing international experiences. Second, it expands the 
range of activities which lead to the accumulation of international experience to include, for example, 
conducting business with customers in an existing international market, or entering a new international 
market in which the firm may already have existing customers (Chetty et al., 2006). Thus, 
international experience accumulated in the context of ongoing business activities appears to relate to 
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the nature of activity undertaken, rather than the location in which that activity takes place, given both 
new and existing international markets can lead to the accumulation of experience.  
This distinction between location and activity in the accumulation of international experience 
is important when considering firms who conduct their ongoing business activities in Internet-enabled 
environments. It raises intriguing questions about the way in which such firms may accumulate 
international experience. For example, what role does location play in the process of accumulating 
international experience through ongoing international business activities in Internet-enabled 
environments? How does this relate to the nature of activities undertaken by Internet-enabled firms, 
such that these activities lead to the accumulation of international experience for the firm? Yet based 
on the foregoing review of the international business literature, international experience accumulated 
through ongoing business activities carried out in an Internet-enabled environment has received scant 
scholarly attention. 
In terms of the sources of international experience related to individual international 
entrepreneurs the literature identifies foreign sojourns, i.e. temporarily living in another country on 
behalf of one’s firm (cf. Michailova & Wilson, 2008), overseas travel more generally (cf. Jones & 
Casulli, 2013), personal and/or family contacts overseas (cf. McDougall et al, 1994), international 
networks (e.g. Welch & Welch, 2009), prior market entries and exits (e.g. Welch & Welch, 2009), and 
previous employment (e.g. Michailova & Wilson, 2008) as contributing to the accumulation of 
knowledge and international experience. In terms of the extent or intensity of international experience, 
the literature draws distinctions between the degree to which prior international experiences involved 
contact with or immersion in a foreign culture (e.g. Michailova & Wilson, 2008), whether 
international experience was accumulated directly or vicariously, for example through networks or 
weak ties (Welch & Welch, 2009), and whether an international experience occurred in an individual’s 
home country or a foreign one (Sapienza, De Clercq, & Sandberg, 2005). Within the international 
marketing literature Fletcher et al., (2013) examined a firm’s international experience based on the 
purpose of its application to internationalisation activities. In doing so, three categories of 
internationalisation knowledge have been identified. These categories include; market entry 
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internationalisation knowledge, localisation internationalisation knowledge, and international 
enterprise internationalisation knowledge.  
The link between the nature of international experience and the nature of international 
knowledge has been established in the literature. For example, location-bound and non-location bound 
international experience has been linked to location-bound and non-location bound international 
knowledge (Clarke et al, 2013) or knowledge bundles (Rugman & Verbeke, 2003). Thus, the literature 
approaches the role of experiential knowledge in the internationalisation process from the starting 
point of either experience or knowledge. More specifically, in terms of experiential knowledge for the 
internationalisation of small firms Fletcher & Harris (2012) identified three sources of experiential 
knowledge: direct, vicarious and grafted experience. The authors suggested that in practice, grafted 
experience is more likely to be a source of technological and/or market knowledge rather than 
internationalization knowledge, as individuals with readily applicable internationalisation experience 
“though valuable, are rare” (Fletcher & Harris, 2012 p.632).  
 The literature appears to support the concept of experiential knowledge as a dynamic bundle 
of elements. For instance, location boundedness is likely to lie on a spectrum, with international 
knowledge acquired from international experiences expected to be composed of varying proportions of 
both location and non-location bound aspects (Clarke et al., 2013). This is significant because when it 
comes to applying experiential knowledge to a novel context in the pursuit of internationalisation 
activities, the gap between existing international knowledge and required knowledge is likely to be a 
function of the similarities between the host and home locations (Clarke et al., 2013). The process by 
which different types of international experiences lead to an accumulation of knowledge relevant to a 
particular aspect (e.g. Chetty et al., 2003) or stage (e.g. Fletcher et al., 2013) in a firm’s 
internationalisation process has also been empirically explored. For example, the degree of 
applicability of international experiential knowledge may be impacted by the degree of location 
boundedness of the knowledge, as outlined above, or by market change. Changing markets may render 
accumulated market knowledge obsolete (Forsgren, 2002), or may render the location-bound 
experiential knowledge less location-bound over time (Clarke et al., 2013); for example, in contexts 
where a market moves towards greater similarity with other markets.  
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Experiential knowledge may become less critical in the internationalisation process later in the 
firm lifecycle (Michailova & Wilson, 2008), a concept implicit in the process-oriented approach 
(McDougall et al., 1994). This shift in the applicability scope of experiential knowledge could have 
significant impact on a firm’s internationalisation over time, including their founder/decision maker’s 
international opportunity recognition process. This highlights the importance of accumulating 
experiential knowledge on an ongoing basis. At the firm level, the argument that the accumulation of 
experiential knowledge cannot occur without actual firm experience in an international market, 
drawing on the staged model of internationalisation (Johanson & Vahlne, 1977), has received support 
in the literature (e.g. Chetty et al, 2003). This perspective would appear to have implications for the 
sources from which international experience may be usefully accumulated as it implies international 
experience may be gained only during ongoing internationalisation-related operations.  
 
Accumulating international experience  
The accumulation of international experiential knowledge occurs through the process of 
experiential learning (De Clercq et al., 2012; Johanson & Vahlne, 1977; Johanson & Vahlne, 2009). 
Specifically, the international entrepreneurship literature indicates that the Internet has enabled firms 
to enhance their learning in the process of internationalisation (Mathews & Healy, 2008), for example 
through faster and more convenient access to information relating to international markets and 
competitors (Aspelund & Moen, 2004; Mathews & Healy, 2008). However, in light of a review of the 
literature, it is apparent that the research examining how international entrepreneurs accumulate 
international experiential knowledge, through technological platforms such as the Internet is limited, 
and warrants greater scholarly attention. Highlighting the lack of empirical exploration in this area, 
Coviello (2015) questioned whether international entrepreneurs today were drawing on early Internet-
enabled experiences such as international trading, outsourcing, or financing through online platforms 
such as eBay and Kickstarter, etc. In light of this call for research and a review of the literature, this 
research suggests that international entrepreneurs operating in high Internet-enabled environments, 
such as virtual service firms, will demonstrate a wider and potentially more nuanced range of 
international experiences than what is currently accounted for in the literature.  
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Internet-enabled experience  
The Internet has been widely recognised as a fundamental tool in modern-day international 
business (Aspelund & Moen, 2004; Mathews & Healy, 2007, 2008; Mostafa, Wheeler, & Jones, 2006; 
Petersen, Welch, & Leisch, 2002). Specifically, the Internet has been found to play a role in a range of 
international events, encounters or exchanges. For example, the Internet improves the efficiency of 
international market transactions (Loane et al., 2006; Mathews & Healy, 2008), strengthens 
international business relationships (Loane, 2006; Petersen et al., 2002), enables faster and more 
extensive access to market and competitor information (Mathews & Healy, 2007), increases a firm’s 
ability to exploit international opportunities (Mathews, Healy, & Wickramasekera, 2012) and enables 
the creation of international opportunities (Loane, 2006; Mathews & Healy, 2008). That is, the Internet 
acts as a medium through which a range of experiences relating to internationalisation may occur. 
Further, the Internet enhances learning during the process of internationalisation (Mathews & Healy, 
2008) by enabling the accumulation of international knowledge through a process of experiential 
learning (De Clercq et al., 2012; Johanson & Vahlne, 1977; Johanson & Vahlne, 2009). Therefore, 
based on the foregoing review of the literature, Internet-enabled experience may be defined as 
experiential knowledge accumulated through experiential learning, based on events, encounters or 
exchanges which have been mediated by the Internet.  
The role of the Internet in the accumulation of international experience is important because 
the number of firms using the Internet to pursue international opportunities is increasing (Hitt, Li, & 
Xu, 2016).  For example, in Australia’s service sector in particular, the value of sales via the Internet 
increased by 7% between 2014 and 2015 (ABS, 2016). Further, growth in services exports has 
averaged 3.2 per cent per annum over the last five years (DFAT, 2016), indicating that Australia’s 
international services sector is increasing in significance. Yet the international entrepreneurship 
literature has paid limited attention to service firms operating in an Internet environment, and more 
specifically, to Internet-enabled internationalisation (Glavas & Mathews, 2014). Given the rapid speed 
with which Internet platforms change, scholars of international business have highlighted the 
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importance of avoiding assumptions that research carried out in earlier ‘technological eras’ still hold 
true (Reuber & Fischer, 2011, p. 676). Strong calls have also been made repeatedly over the past 
decade for a new paradigm to better represent this emerging generation of firms (Aspelund & Moen, 
2004; Loane, 2006; Mathews & Healy, 2008), and for contemporary evidence to support arguments 
that may have been traditionally considered established in the field (Petersen et al., 2002; Reuber & 
Fischer, 2011).  
In light of this key finding, and following recent international entrepreneurship literature, this 
study has identified virtual service firms as an interesting example of the type of firm which might be 
expected to accumulate Internet-enabled international experience. This paper defines an Internet-
enabled firm as ‘an internationalised firm that uses the Internet to exchange information and perform 
transaction-related activities with both buyers and sellers’. This definition recognises that firms do not 
exist as either Internet enabled or non-Internet enabled, but rather lie on a spectrum reflecting the 
extent to which they are committed and engaged online (e.g. Mostafa et al., 2005). Thus, virtual 
service firms represent one type of firm which lies at the more engaged end of the online spectrum.  
International Entrepreneurial Orientation as a Driver of International Experience  
In the context of internationalisation, international experience has been examined extensively 
in conjunction with international entrepreneurial orientation (IEO). IEO draws on and extends 
Wiklund and Shepherd (2005)’s concept of entrepreneurial orientation to examine and explain the 
internationalisation process of firms. This paper will draw specifically on the Miller (1983) 
conceptualisation of IEO, further developed by Knight (2001). These key dimensions include; 
international proactiveness, international innovativeness, and international risk-taking propensity; the 
dimensions neatly encapsulate the behaviours outlined in McDougall and Oviatt (2000)’s field-
defining conceptualisation of international entrepreneurship (p. 903), and forms the basis of Knight 
and Cavusgil (2004)’s definition of IEO. Scholars have empirically demonstrated that IEO enables a 
firm to identify and exploit opportunities for internationalisation (Glavas & Mathews, 2014); the 
concept has been examined at both the individual and firm level (Knight, 2001). Thus, IEO reflects the 
likelihood of both the international entrepreneur and the firm to engage in innovative, proactive and 
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risk-seeking behaviours in its pursuit of opportunities in international market environments. The 
relationship between international entrepreneurial orientation and Internet-enabled opportunities has 
also been examined in the literature, with research demonstrating empirically that entrepreneurs with a 
high level of entrepreneurial orientation were more likely to exploit Internet-enabled opportunities, 
allocate more resources to the Internet, and use the Internet for a range of business activities (Mostafa 
et al., 2005). Thus it could be reasonably expected that IEO is likely to play a significant role in the 
recognition of international opportunities, for international entrepreneurs operating in Internet-enabled 
environments.  
 
International Opportunity Recognition  
This paper draws from the most widely accepted and cited definition of international 
entrepreneurship, which involves the “discovery, enactment, evaluation, and exploitation of 
opportunities - across national borders - to create future goods and services” (Oviatt & McDougall, 
2005, p. 540). International opportunity recognition is therefore central to the field of international 
entrepreneurship and internationalisation more specifically, and has been identified as an important 
area for further exploration (Di Gregorio et al., 2008; Mainela, Puhakka, & Servais, 2014). 
International entrepreneurship scholars have drawn a distinction between international opportunities 
involving novel combinations of international resources, and opportunities to simply transpose 
domestic resources into a foreign context (Di Gregorio et al., 2008; Mainela et al., 2014). Two further 
distinct forms of international opportunity include exchanges with both new and existing international 
partners (Muzychenko & Liesch, 2015), and international opportunities arising in domestic markets; 
for example, when the resources to serve the domestic market are organised through cross-border 
activities and resource combinations. Moreover, while (Ellis, 2011) suggested that an international 
opportunity is only entrepreneurial if it results in an exchange, there have been calls to extend the 
notion of ‘exchange’ to include international opportunity-related actions that result in failure as well as 
success (Mainela et al., 2014).  
However, despite the central importance and the considerable contributions made by 
international business scholars to the corresponding literature, a widely accepted conceptualisation of 
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international opportunity recognition has yet to emerge (Ellis, 2011; Jones et al., 2011; Mainela et al., 
2014), thus our understanding of how international opportunities are recognised remains incomplete 
(Hurmerinta, Nummela, & Paavilainen-Mäntymäki, 2015). This is perhaps unsurprising given that, as 
a construct, international opportunity recognition reflects a number of different epistemological and 
ontological perspectives (Alvarez & Barney, 2013) drawn from the field of entrepreneurship and 
strategic management, among others; where for example terms such as opportunity perception, 
recognition, development, identification and discovery (Renko, Shrader, & Simon, 2012) have been 
used interchangeably to describe various entrepreneurial activities (Ardichvili, Cardozo, & Ray, 
2003). 
Therefore, while the field of international entrepreneurship has yet to address the definitional 
ambiguities inherent in the concept of international opportunity recognition, the entrepreneurship 
literature may offer a meaningful step towards clarification. As a result of a comprehensive review and 
critical analysis of the opportunity literature, Davidsson (2015) suggested a reconceptualisation of 
‘entrepreneurial opportunity’. The reconceptualised constructs include; (i) an external enabler, which 
is a distinct external circumstance offering the potential for entrepreneurial endeavours, such as 
technological changes; (ii) a new venture idea, which is an imagined future venture, defined as “an 
imaginary combination of product/service offering, markets, and means of bringing the offering into 
existence” (Davidsson, 2015, p. 683); and (iii) opportunity confidence, which arises from an 
individual entrepreneur’s subjective evaluation of an external enabler or new venture idea (Davidsson, 
2015). These three tightly-defined concepts also capture the early stages of the opportunity recognition 
process, and encapsulate the seminal notion of the nexus between the ‘individual and the opportunity’ 
as proposed by Shane & Venkataraman (2000), comprising not just the entrepreneur, but also the 
characteristics of the opportunity and an evaluation of its suitability (i.e. available resources). Thus 
external enablers, new venture ideas, and opportunity confidence provide a strong, potentially sound 
basis for the examination of opportunity recognition than what has previously been available. Thus, it 
is suggested that the reconceptualisation of opportunity recognition by Davidsson (2015) can be 
meaningfully applied to the field of international entrepreneurship, and therefore the study of 
international opportunities.   
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Experiential knowledge and international opportunity recognition 
Scholars largely agree that international entrepreneurs draw on prior knowledge in the 
discovery and/or creation of international opportunities (Di Gregorio et al., 2008; Zaefarian, Eng, & 
Tasavori, 2016). In the international entrepreneurship literature, it has been hypothesised that 
accumulating international experience expands the international entrepreneur’s ‘knowledge corridor’, 
for example, their ability to access a particular - although not necessarily related - set of opportunities, 
thus influencing the international opportunity recognition processes (Chandra, Styles, & Wilkinson, 
2009; Hurmerinta et al., 2015). The process of international opportunity discovery can be driven by 
the international entrepreneur’s recognition of knowledge that they already possess, or by a Kirznerian 
search for knowledge that they require (Muzychenko & Liesch, 2015). Further, the literature suggests 
that perceptions of international opportunities are more realistic when based on knowledge 
accumulated from experiential learning (Barkema & Vermeulen, 1998; O'Grady & Lane, 1996). 
Studies suggest that international entrepreneurs behave differently depending on their unique 
set of prior experiences, and the business environment in which they operate (Chandra et al., 2009; 
Nordman & Melén, 2008). Thus, it may be reasonably concluded that international entrepreneurs 
operating in unique environments, such as those that are Internet-enabled, are more likely to 
accumulate a bundle of experiential knowledge relating to their ongoing experience. In turn, this may 
enable them to recognise international opportunities (DiGregorio et al., 2008). In summary, while we 
know that entrepreneurs draw on their prior international experience when they identify potential 
international opportunities (Zahra et al., 2005), little is known about what kinds of prior international 
experience entrepreneurs draw on, particular Internet-enabled experiences which are seldom discussed 
in the literature, or if and how these international experiences influence the international opportunities 
firms choose to pursue.  
  
In light of the examined literature, the following is proposed;   
P1: How does international entrepreneurial orientation influence the types of accumulated 
international experience?  
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 P2: How does accumulated international experience influence the way in which certain types 
of international opportunities are recognised? 
 
Figure 1 highlights the proposed theoretical model.    
 
Figure 1 Proposed Theoretical Model 
 
 
 
 
 
 
 
 
 
Source: International entrepreneurial orientation established by Miller (1983), further developed by Knight 
(2001). The international experience construct has been adapted by Clarke et al (2013). *Internet-enabled 
experiences have previously not been covered in the literature, we use a ‘case example’ of a virtual service firm 
to demonstrate this context. International opportunity recognition as proposed by Davidsson (2015), however 
adapted in an ‘international context’. 
 
DISCUSSION AND CONCLUSION  
 
 This research paper has promoted the need for further scholarly attention, examining the 
manner in which international entrepreneurs today accumulate and apply international experience, 
with particular reference to the Internet-enabled experiences of entrepreneurs. Further, this research 
aimed to explore how international entrepreneurs’ prior international experiences influence the way in 
which they recognise international opportunities. This paper enhances the understanding of the 
relationship between the potentially unique body of international experience accumulated by 
international entrepreneurs, and the manner in which international entrepreneurs may leverage their 
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experiential knowledge for international opportunity recognition. Thus, the findings contribute to a 
conceptual model and research propositions. It is hoped that the conceptual model will serve as a point 
of departure for future empirical research on international experience and its link to international 
opportunity recognition more specifically, for firms operating in Internet-enabled environments. In 
addition, the conceptual model points to a number of potential future research avenues. For example, 
future studies should aim to empirically test the propositions proposed in this paper, thus confirming 
or rejecting the theoretical assumptions. In conceptualising the firm’s international experience in terms 
of the nature of activities undertaken, rather than simply the location in which that activity took place, 
this paper responds to calls for research examining how the Internet-enabled behaviours impact the 
firms’ pursuit of international opportunities (Reuber & Fischer, 2011). This approach presents a fresh 
perspective for which to understand uniquely-capable international entrepreneurs; by highlighting the 
complex relationship that exists between the international entrepreneur, their dynamic body of 
international experiential knowledge, and the dynamic Internet-enabled environments in which they 
operate. For managers, the present study may offer insights for practice. The review and synthesis of 
the literature suggests that international experience is multifaceted and nuanced, and its utility is ever-
changing. Further, it appears that international opportunities may be usefully analysed on the basis of 
three distinct constructs: external enablers, new international ideas and international opportunity 
confidence.  
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